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With the development and transformation of network technology, social media 
is more and more popular in people’s daily life and plays an important role. More 
and more companies start considering how to utilize this new tool to spread their 
brand and improve their sales revenue. Dell’s sales model is always the top topic in 
IT industry since Dell exists, and it is always the study case and example when 
people talk about the sales model. During the marketing transformation in social 
media, Dell becomes a lightspot again. Dell’s successful marketing cases in social 
media are frequently mentioned and cited in many media reports. Why Dell’s social 
media marketing can be successful? Is there any optimization and development 
space for Dell’s social media marketing in future? 
This article will be based on the marketing strategies of 4P, 4R and 4C, 
combined with the characters of social media marketing and the changes on 
consumer behavior and influence mode, making use of the five-force model analysis, 
to understand the impact of market changes on Dell. Meanwhile, it reviews the 
whole development picture of Dell’s social media marketing, shows the whole 
construction of Dell’s social media marketing system, especially the merger of 
decentralized social media marketing mode and Dell’s organization structure, and 
the training & certification system etc. And then it explains Dell strategies in social 
media platform and communications, and demonstrates some successful marketing 
cases in social media and analyzes the success reasons, so that readers can 
comprehensively understand how Dell successfully develops social media strategies 
and tactics and even the execution details supporting these strategies and tactics. Of 
course, this article also shows some analysis and discussions on current problems on 
Dell’s social media marketing and development space for future, including how to 
improve B2B business in social media and the utility of mobile internet in marketing. 
Besides the suggestion on Dell’s social media marketing, it is also the purpose of 
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不可忽视的一部分。无论是国外的 Facebook 和 Twitter 的兴起，还是中国新浪
和腾讯微博、腾讯微信的流行，都在有力证明着社会化媒体已经融入人们生活，
成为人们生活中不可分割的一部分。据有关统计，2012 年全球网民数量已经达
到 24 亿①，大约占据了全球 70 多亿人口总数的 33%。其中，全球社会化媒体服
务用户数量约 14 亿，社会化媒体已经覆盖了全球 57%的在线用户。 
 
表 1：2011-2014 年世界社会化媒体用户规模 
单位：百万 





亚洲-太平洋地区 493.5  615.8  745.5  853.6  
中国 256.5  307.5  366.2  414.5  
印度 50.2  76.1  105.0  129.3  
印度尼西亚 34.4  52.1  67.1  79.2  
日本 39.5  44.7  47.8  50.7  
韩国 20.7  22.7  24.6  25.9  
澳大利亚 8.8  9.8  10.7  11.6  
其他 83.4  102.9  124.1  142.4  
拉丁美洲 164.9  191.8  216.0  236.9  
巴西 66.2  75.7  84.0  90.7  
墨西哥 23.7  27.9  32.6  37.2  
阿根廷 14.1  15.9  17.0  17.9  
其他 60.9  72.3  82.4  91.1  
北美洲 163.9  174.7  181.9  189.2  
美国 147.8  157.8  164.2  170.7  
加拿大 16.1  16.9  17.7  18.5  
东欧 139.1  157.4  176.5  192.7  
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